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Safety bureau studies playground equipment 


Food & Drug Administration’s Bureau of Product Safety is investigating hazards of playground 


equipment and has been meeting with manufacturers to recommend changes in design to make play- 
ground structures safer. 


In a staff analysis prepared in March, the bureau said that injury data on swings, slides, see- 
saws, climbing apparatus & other devices suggest that this type of equipment constitutes a hazard 
problem of sizable proportions. The bureau cited a 1970 estimate that close to a million injuries 
result yearly from playground equipment—5% of all injuries associated with consumer products. 


Following are some changes the bureau would like to be made where necessary : 


@ Better instructions for parents on how to assemble playground equipment so that it will not 
fall apart or tip over. 


@ Non-removable caps for all hollow metal tubing, so a child’s finger cannot be caught. 
@ Lock washers or self-locking nuts on all bolts, to prevent bolts from loosening and protrud- 
ing dangerously or allowing equipment to collapse. 


®@ Closed hooks instead of open-ended hooks, such as on swing chains, that can pull loose & 
allow child to fall from swing. 


@ Removal of V-sections & other dangerous openings where a child can catch his head. 


In addition, FDA plans to publish in the Federal Register a proposed safety standard for mon- 
key bars (ladder-&-scaffold-like rigs for climbing). 


To report an accident related to playground equipment write to Playground Equipment, Bureau 
of Product Safety, FDA, 5401 Westbard Ave., Bethesda, MD 20016. 


Consumers advise medical malpractice commission 


Consumer Issues Advisory Panel is one of 4 panels named last month by Health, Education & 
Welfare Dept. to advise the Secretary’s Commission on Medical Malpractice. HEW Secretary Elliot 
Richardson appointed the commission in June 1971 to study the rising number of medical mal- 
practice claims and their effects on the health care system. The panels—consumer, health, insur- 
ance & legal—will analyze & evaluate their special concerns and advise the commission on those 
issues. Each panel will report to the commission at public meetings about once a month. 


The 10-member consumer panel will advise on such health care issues as effects of medical mal- 


practice claims on (1) patient-doctor relationships; (2) medical costs to consumers; (3) availabil- 
ity of health services. 


The commission will report to Richardson in December. In addition to information and obser- 
vations supplied by the panels and public hearings, the report will include studies made for the 
commission by research companies, such as studies of alternatives to malpractice law suits and 
means of handling consumer (patient) complaints. 


If consumers have recommendations on alternatives to suits, on handling patient complaints or 
on any area of medical malpractice and the effect on health care, they may send their recommenda- 
tions to Secretary’s Commission on Medical Malpractice, Office of the Secretary, Dept. of Health, 
Education & Welfare, Washington, DC 20204. 








Glass doors: a see-through problem 


Every year, about 250,000 Americans are injured in accidents involving storm doors, patio 
doors, shower enclosures and other installations where glass is used. U.S. Public Health Service says 
that most of the accidents occur around the home and that at least half the victims are under 15 
years old. Sometimes the victims walk through the glass, mistaking it for open space; other times 
they slip and fall through the glass. According to 1970 estimates, 141 persons are killed in glass 
door accidents every year and 7000 are hospitalized. 


Almost always, the glass involved in these accidents is ordinary annealed glass, the non-safety 
type that breaks into sharp pieces upon impact. Less dangerous types of glass are available, includ- 
ing tempered glass, laminated glass, wire-mesh glass & various types of plastics, but unfortunately 
these aren’t always used in houses, commercial & public buildings. 


Tempered glass in particular is three to five times stronger than ordinary glass and only 
slightly more expensive. It may be cheaper in the long run than ordinary glass because it doesn’t 


break and need to be replaced as often. When it does break, tempered glass forms relatively harm- 
less pieces resembling rock salt. 


Food & Drug Administration’s Bureau of Product Safety has joined efforts with a private or- 
ganization, the Consumer Safety Glazing Committee, to alert consumers about the dangers of or- 
dinary annealed glass and to promote a model state law that would require all glass in critical 
locations in dwellings & in other buildings to be made of safety materials. So far safety glazing 
legislation has been passed in 18 states, and a number of localities have amended their building 
codes to provide for safety glazing. The Consumer Safety Glazing Committee is comprised of glass 
and plastic manufacturers, labor & safety organizations. 


Still, many homes are not protected by codes or legislation or were constructed before they 
went into effect. Here are some things you can do to protect yourself and your family from 
accidents with glass: 

@ Specify safety glazing materials when building a new house. Make sure they meet the stand- 
ard ANS Z-97.1-1971 established by the American National Standards Institute in 1971. 

@ Consider replacing present glass with safety materials before someone has an accident and 
insist on replacing broken glass only with safety materials. 

@ Use decals, screens, furniture & other means to help warn your family & friends about glass 
doors or patio doors and prevent injuries. Even if you do have safety glazing materials, you don’t 
want anyone walking into them. 

e@ Learn to be careful around glass doors & teach your children to do the same. Your home 
may have safety glass, but your neighbor’s may not. 


For more information, contact the Bureau of Product Safety, Food & Drug Administration, 


5401 Westbard Ave., Bethesda, MD 20016 or the Consumer Safety Glazing Committee, 1000 Con- 
necticut Ave. NW, Suite 401, Washington, DC 20036. 


You can also obtain an 8-page fact sheet, Glass Door Injuries and Their Control, from the 


Bureau of Community Environmental Management, Public Service Center, 12100 Parklawn Dr. 
Rockville, MD 20852. 


. . - And other problems of household safety 


Housing & Urban Development Dept. is planning a series of consumer information publications 
on housing, which will be sold by Superintendent of Documents. A Design Guide for Home Safety 


is the first book in the planned series, which include guides about house maintenance & what to con- 
sider in buying a house. 


HUD has a few copies of the book available for distribution now. For more information, write 
to Office for Research & Technology, Housing & Urban Development Dept., Washington, DC 20410. 
When HUD’s supply runs out, HUD will tell you how to order the book. About September, the book 
will be sold by Superintendent of Documents, Government Printing Office, Washington, DC 20402. 
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FDA wants food labels to be more informative 


Food & Drug Administration has taken steps to make food labeling more informative by pro- 
posing a requirement that the common names of food products more accurately describe the food 
products to consumers. FDA’s proposal [see CONSUMER REGISTER: Seafood cocktails] would estab- 
lish a procedure to list the percentage of ingredients that have a bearing on the price or consumer 
acceptance, such as the percentage of shrimp in a shrimp cocktail. 


Dr. Charles C. Edwards, Commissioner of Food & Drugs, said last month: “Complaints from 
consumers and others have convinced FDA that labeling of some food products suggests that those 
products have more of a specific ingredient than is actually present. The procedures we are pro- 
posing will help eliminate this type of consumer deception.” 


The procedures would implement recommendations of the White House Conference of Food, 
Nutrition & Health: (1) existing law be used to establish by regulation a uniform common or usual 
name for a food product that would accurately reflect the reasonable expectations of consumers; 
(2) the amount of a characterizing ingredient, if any, should’ be represented on the label in per- 
centage form or by some other accepted uniform method meaningful to the consumer. 


Seafood cocktails are the first food products under the new proposal for which FDA wants to 
establish a common name that includes percentages of major ingredients. Seafood cocktail would 
be the name when two or more seafoods are included. If the product contained only one seafood, its 


name would include that seafood, such as shrimp cocktail or crabmeat cocktail. See CONSUMER 
REGISTER for details. 


Recall report 


Pruco uncoated scored tablets manufactured by Western Research Laboratories Inc., Denver. Each tablet contains 


5 mg acetophenolisatin and 300 mg prune concentrate. Packaged 1000 tablets in plio-lined boxes. Estimate 
none of the product remains on the market. 


Reason for recall: FDA has concluded that the benefit-to-risk ratio for the oxyphenisatin acetate drug is 

unfavorable and continued marketing of Pruco and other products containing the drug is unjustified. 

Procedure: Voluntary recall by the manufacturer by phone to the direct consignees of the product nationwide. 
Guarson G uncoated scored tablets manufactured by Western Research Laboratories Inc., Denver. Each tablet con- 


tains 300 mg guar gum, 7.5 mg acetophenolisatin & 100 mg dioctyl sodium sulfosuccinate. Estimate none of 
the product remains on the market. 


Reason for recall: Same as for Pruco. 
Procedure: Same as for Pruco. 


Hydrolose syrup fortified, manufactured by The Upjohn Co., Kalamazoo; each fluid ounce contains 15 mg 
oxyphenisatin acetate, 1.48 mg prune powder, 5.91 mg methylcellulose in 12 fluid ounce bottles. 
Reason for recall: FDA withdrawal of new drug applications for products containing oxyphenisatin acetate. 
Procedure: Voluntary recall by manufacturer by letters to retailers nationwide. 


Ceramano Stoneware dinnerware in surf-blue pattern, Spectrum series, manufactured by Ceramano-Keramik, West 
Germany; 5-piece & 46-piece settings plus 23 complimentary pieces. 
Reason for recall: Lead contamination. 


Procedure: Voluntary recall by H. Wittur & Co., Evanston, IL, by letter to retailers nationwide. 


Standby Cardiac Pacemaker, catalog No. A2072, manufactured by General Electric Co., Medical Systems Dept., 
Milwaukee. 


Reason for recall: Acceleration of the pace rate. 
Procedure; Voluntary recall by manufacturer by letter to patients or recipients nationwide & foreign. 


New Federal publications 


Directory, Medicare Providers & Suppliers of Services (names & addresses of all medical facilities— 
hospitals, extended care facilities, home health agencies & outpatient physical therapy—and 
suppliers—independent laboratories & portable X-ray units—in the Health Insurance for the 
Aged program), published by Health, Education & Welfare Dept.; $3; stock no. 1770-0183; : 
available from Supt. of Documents, Government Printing Office, Washington, DC 20402. 

Title 6—Economic Stabilization (321-page booklet containing regulations issued by Cost of Living 
Council, Pay Board & Price Commission from beginning of the President’s Economic Stabiliza- 
tion Program through June 1, 1972), published by Cost of Living Council; $1.25; available 
from Supt. of Documents, Government Printing Office, Washington, DC 20402. 


July 15, 1972 
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Do soaps & detergents support ad claims? 


Federal Trade Commission is now questioning the advertising claims of another batch of con- 
sumer products: soaps & detergents. FTC last month ordered 22 manufacturers & advertisers of 
soap & detergent products to document their advertising claims by the end of August. Since FTC 
started its program of asking companies to document ad claims, it has required substantiation from 
makers of cars, electric razors, air conditioners, T Vs, dentifrices, cold & cough remedies, tires. 


The new ad documentation orders cover the following companies & products: 


American Cyanamid Co.—Pine Sol 

American Home Products Corp.—Woolite, 
Sani-Flush 

Armour-Dial Inc.—Dial 

Bristol Myers Co.—Vanish 

Clorox Co.—Clorox, Clorox 2, Formula 409 

Colgate Palmolive Co.—Palmolive Dishwash- 
ing Liquid, Palmolive Gold, Palmolive 
Green, Fab, Cold Power, Ajax Laundry 
Detergent, Ajax for Dishes, Ajax Liquid 

Corn Products Co.—nuSoft 

Dow Chemical Co.—Dow Bathroom Bowl 
Cleaner 

Economics Laboratory Inc.—Electra Sol, Jet 
Dry, Finish 

General Foods Corp.—La France 

Knomark Inc.—Ty-D-bol 

S.C. Johnson & Son Inc.—Rain Barrel 


Lever Brothers Co.—Dove Bar, All, Lux 
Liquid, Cold Water All, Dove for Dishes, 
Wisk, Dishwasher All 

Merck & Co. Inc.—Calgonite 

Miles Laboratories Inc.—SOS 

Morton-Norwich Products Inc.—Fantastik, 
K-2r Spot Lifter, Spray ’n Wash 

Procter & Gamble Co.—Ivory Liquid, Zest, 
Top Job, Ivory Snow, Comet, Downy, 
Safeguard, Cheer, Spic & Span, Ivory 
Soap, Mr. Clean, Bold, Dash, Cascade, 
Camay, Joy, Oxydol, Thrill, Dreft 

Red Devil Inc.—Red Devil Hand Cleaner 

Sears, Roebuck & Co.—Sears Phosphate- 
Free Detergent 

A. E. Staley Manufacturing Co.—Sta-Puf 
Fabric Softner 

Sterling Drug Inc.—pHisoHex. 


The following are typical of some of the claims FTC wants documented: 

@ Top Job cuts grease better than any other leading liquid. 

@ Cold Power is specially formulated to get out the worst kind of dirt in cold water. 
@ Dial with AT-7 removes the bacteria that cause perspiration odor. 


@ Ivory soap is pure. 
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